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Abstract
The purpose of this study was to evaluate the brand identity and image of the Hare Krishna community of New Vrindaban
(NV) located in Marshall County, West Virginia. Data for the study were collected through structured questionnaires
from two groups of respondents: community members and visitors to the community. Data analysis techniques used
included: descriptive, ANOVA and factor analysis. Findings from this study can enhance understanding of the role of
exclusive communities in overall place identity and image.
1.0 Introduction
Nested in the scenic hills of West Virginia’s northern panhandle, New Vrindaban (NV), named after the town of
Vrindaban, India and established in 1968, is an intentional spiritual community of the International Society for Krishna
Consciousness (ISKCON). ISKCON was established in 1966 and has over 10, 000 temples and 250, 000 devotees
(followers) worldwide (New Vrindaban, 2013). The mission of ISKCON includes: spreading spiritual knowledge and
consciousness of Krishna (God) to society; uniting society; encouraging congregational chanting of God’s name; and
teaching a simpler and natural way of life (New Vrindaban, 2013). The devotees of Krishna are guided by four principles:
cleanliness of body, mind and spirit; mercy to living entities; austerity, taking only what is needed; and truthfulness. At its
peak in the mid-1980s NV had about 700 full time residents and received up to 500, 000 tourists annually (Doktorski,
2011). However, in the late 1980s the community was rocked by legal scandals that tarnished the community’s image and
resulted in a substantial loss of followers.
Since the 1990s NV has been working to re-establish itself. It is currently thriving under new leadership and in the
process of establishing a 25 year master plan. The community seeks to re-establish its brand as part of the process. The
purpose of this study, therefore, was to determine the community’s identity and image as part of the branding process.
Following Wheeler, Frost & Weiler’s (2011) argument that identity is the source of image and that its control rests firmly
with destination’s stakeholders, this study first established the identity of NV then their image. Konecnik & Go (2008)
concur that it’s always critical to know who you are first before establishing how you are perceived.
1.1 Background
While the concept of branding has existed for centuries distinguishing goods from different producers (Konecknik &
Gartner, 2007), destination branding research still lacks a model that describes the branding activities (Saraniemi, 2010)
and brand development (Qu, Kim, & Im, 2011). Considerable research exists on destination image (Baluglo & McCleary,
1999; Etchner & Ritchie, 1993, 2003; Gallarza, Saura, & Garcia, 2002; Pike, 2002) and destination image has often been
represented as being the same as destination brand (Hosany, Eckinci, & Uysal, 2006). However, destination image is not
destination brand, but image building is a step towards destination branding (Cai, 2002). Cai (2002) argues that most
image studies don’t extend to the level of branding as they exclude identity. Identity represents the supply-side perception
while image portrays the demand-side perception of a brand (Konecnik & Go, 2007). Based on Cai’s (2002) argument
destination identity and image together constitute destination brand. Considering identity during the branding process is
critical to ensure that destination brands don’t only appeal to visitors, but also represent hosts’ interests. Since hosts are
the brand owners charged with delivering the brand, their values and identity should be considered (Wheeler et al., 2011).
Ritchie and Crouch (2003) identified a process that simplifies the branding process by distinguishing the core brand
elements from the secondary and peripheral elements. The brand should focus on the core experience provided by the
destination without disregarding the secondary and peripheral elements. This model is applied to this study to distinguish
the core elements from the secondary and peripheral elements in the community branding process. Etchner and Ritchie
(2003) showed important components of destination image are: functional which represent the tangibles or directly
observable/measurable aspects of the destination; psychological, the intangible aspects; individual attributes; and holistic
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impression. Holistic impression represents the total impression the destination makes on consumers’ minds (Etchner &
Ritchie, 2003). All these elements are important to consider in developing a destination brand. This study also applied
this concept to establish alternative ways the community can be branded.
This study, therefore, establishes NV identity and image and identifies the core brand elements as indicated by both
community members (identity) and visitors (image). The three broad questions the study seeks to answer are: 1. How do
NV community members view/identify themselves?; 2. How do people external to the community view/perceive the
community?; and 3. How best can the community be branded, in a way that appeals to visitors, but consistent with
community values, needs and identity? The specific objectives of the study were to:
1. Establish NV’s community identity
2. Evaluate the community’s image as a destination
3. Identify the core elements of the community brand
4. Recommend brand elements consistent with community identity and image.

2.0 Methods
2.1 Study Area
NV is located in Marshall County, in the northern panhandle of West Virginia (Figure 1) covering an area of over 5000
acres. The community is within the Greater Moundsville area in Marshall County.

Figure 1. Study Location Indicated by an Asterisk (Digital-topo-maps.com, 2005)
2.2 Data Collection and Analysis
Data were collected in spring and fall 2012. A total of 104 surveys were completed of which 20 were from community
members and 84 from visitors. Data collection was done through a self-administered structured questionnaire. All
devotees were invited to participate in the study and convenience sampling was used for visitors. The questionnaire
consisted of both open and closed ended questions soliciting information on both destination identity and image from the
two groups. The main parts of the questionnaire soliciting identity/image aspects were identical to enable comparison
between community members and visitors. Identity and image were assessed in a number of ways. First, respondents
were asked open ended-questions to list the community’s top three of each of the following: representative
things/structures; attractors; top things to remember; and words that best represent the community. Second, respondents
were asked to rate the importance of several items on the role they play in decision to visit the community on a 5-point
scale, from not important (1) to extremely important (5). Third, respondents were asked how much they agreed or
disagreed with a set of statements on a 5-point disagree completely (1) agree completely (5) scale. All items used on both
scales were identified and compiled with the help of community leaders.
Data analysis techniques used included descriptive, ANOVA and factor analysis. Descriptive analysis was used to
establish the general trends and frequencies on responses to open-ended identity/image questions. Analysis of variance
(ANOVA) was used to test for significant differences between the different groups on the different identity/image items.
Principal Component Factor analysis was used to reduce the items for easier handling in subsequent analyses.
3.0 Results and Discussion
The 20 responses from the community represented an approximate 10% response rate as the current devotee population is
estimated to be about 200. About 43% of the visitors visited the community for spiritual reasons and the rest (57%) for
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leisure, recreational or visiting friend and family (VFR). The majority of survey respondents (68%) were male and 32%
were female. Average age was 35.5 years old. Overall, respondents were very highly educated with high household
incomes. About 70% of respondents had a college degree and 59% had postgraduate degree. Average household income
ranged from $66, 000 to $75, 000 and 30% had an annual household income of over $100, 000.
3.1 Top Attractors
Results indicated that while they have slightly different opinions about which one is the top iconic structure of the
community, both devotees and visitors recognize the same structures in their top three: The Palace of Gold, Temples, and
Statues (Table 1). Ninety five percent of devotees view the Palace of Gold as the top structure that represents and
differentiates NV community, and 62% of the visitors feel the same.
Table 1. Top Three Differentiating and Representative Structures of the Community

Devotees
Palace of Gold
Temple
Statues

Representative Structures
%
Visitors
95%
Temple
49%
Palace of Gold
20%
Statues

%
73%
62%
23%

Visitors were further divided into two groups by the main purpose of visit. The two main groups were those that visited
for spiritual purposes and those that visited for other purposes, including leisure and VFR. Devotees felt that visitors were
driven to the community mainly by three things: Palace of Gold, scenic beauty and curiosity about the community, and
their lifestyle. Spiritual visitors were mainly attracted by their need to worship God (69%), peaceful atmosphere (66%)
and scenic beauty (31%). Leisure visitors were attracted mainly by the peaceful atmosphere and curiosity. Peaceful
atmosphere appears to be a common attractor for all visitors to the community regardless of their purpose of visit. While
devotees think that the Palace of Gold is the main attractor, neither of the two groups of visitors feel the same. Visitors
seem to be attracted to the community more by psychological/non-tangible (i.e., non-structural) items such as peaceful
atmosphere, than they are by functional/tangible (i.e., structural) items.
While visitors are attracted mainly by the non-tangible items, the top items they will remember about the community are
tangible physical structures: The Temple and Palace of Gold (Table 2). One of the study’s aims was to identify the top
three things that devotees wanted visitors to remember most about their community. Most (60%) of the devotees wanted
visitors to remember their hospitality. Every service provider strives to impress consumers and have their efforts pay off,
so it is not surprising that the majority of devotees viewed their hospitality as the one thing they expected visitors to
remember most. Unfortunately for the devotees visitors didn’t agree with them on hospitality, but did agreed on the
Palace of Gold and Temple (Table 2).
Table 2. Top Three Things to Remember about the Community
Devotees
Devotee hospitality
Palace of Gold &Temple
Cows

Visitors
60%
40%
20%

Other Leisure/VFR
Palace of Gold/Temple
43%
Peaceful Atmosphere
33%
Cows/Animals
30%

Spiritual
Palace of Gold/Temple
Natural Beauty
God

48%
40%
36%

It is interesting that spiritual visitors were attracted to the community mostly by the need to get closer to God, but the
things they indicated they would remember most about the community were the Place of Gold and Temple. This may
suggest that visitors are not very aware of the beautiful structures in the community before their visit and get pleasantly
surprised by the beauty of both the Palace and Temple during their visit. These structures are quite unique and ornate and,
therefore, make a lasting impression on the visitors.
Analysis of the words that best describe NV community showed that the word most mentioned as the one that best
describes the community was ‘spiritual,’ mentioned a total of 31 times by all respondents including devotees and visitors.
‘Peaceful’ followed with 29 mentions, then wonderful (27) and hospitable (15).
3.2 Identifying the Core Functional/Tangible Community Brand Elements
ANOVA was used to: 1) identify the most important functional elements that attract visitors to the community by
examining mean scores and: 2) establish significant differences in importance of these items among the three different
groups: devotees (D), spiritual (S) and other leisure (O) visitors (Table 3). These results can be interpreted in two ways.
First, is the overall mean score of each element, an average score of 4 and above (very important to extremely important)
means the element is core, elements with average score of 3.5 to 3.9 (important) were said to be secondary and elements
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with average score of 3.4 and below (not important to somewhat important) were classified as peripheral. Second,
non-significant differences between the three groups reveals that the three groups agree on the level of importance or
unimportance of that element.
Table 3. ANOVA Results on Importance of Elements in Attracting Visitors to the Community
Item
New Temple
Old Vrindaban Temple
Palace of Gold
Landscape scenery
Cows and calves
Oxbarn
Rose Garden
Gift shop
Restaurant

Devotee (D)

Spiritual visitors(S)

Other leisure visitors(O)

Total

Sig. differences

4.72
3.78
4.67
3.83
4.66
4.11
2.78
2.56
2.94

4.67
4.37
3.99
4.13
3.96
3.60
3.61
3.41
3.19

4.92
4.20
4.15
4.31
3.58
3.09
3.85
3.00
3.31

4.70
4.23
4.13
4.10
4.03
3.60
3.49
3.20
3.16

NS
NS
D>S*
NS
D>O*
NS
O>D*
O>D*
NS

*p < .05; **Measured on 5-point scale from Not important/Extremely important; NS=Non-significant

The results show five core elements with average scores of 4 and above including: New Temple, Old Temple, Palace of
Gold, the landscape/scenery and cows and calves in that order (Table 3). The two secondary elements were the rose
garden and oxbarn, and the two peripheral elements were the restaurant and gift shop. Devotees also felt that cows and
calves were important in attracting visitors more than did other leisure and VFR visitors. No significant differences were
noted among the three groups on the importance of both temples and scenery on attracting visitors to the community.
While the rose garden and gift shop were rated below four, leisure and VFR visitors felt they were more important in
attracting visitation than did devotees. The rose garden is expected to be a great attraction especially to visitors coming
for non-spiritual reasons. The gift shop is also important as visitors usually shop for souvenirs from the places they visit.
3.3 Identifying the core psychological/non-tangible community brand elements
Brand personality can help differentiate brands, develop the emotional aspects of a brand and augment the meaning of a
brand to the consumer (Murphy, Benckendorff, & Moscardo, 2007). All respondents including visitors and devotees were
asked to rate their level of agreement on 19 non-tangible elements. Results show several elements with an average score
of four and higher, but the highest one (4.53) was that the community should be known for its devotion and spiritual
atmosphere, followed by the welcoming and hospitable (4.49) element (Table 4).
Table 4. Mean Scores for the Non-Tangible Community Identity/Image Elements
Item
The community is/should be known for its devotion and spiritual atmosphere
NV community members are very welcoming and hospitable
I value the community’s practice of vegetarianism
Krishna consciousness is compatible with taking care of nature
NV is a community based on rich tradition and culture and should showcase that to visitors and the greater community
The community should emphasize how they take care of their land, forest, wildlife, soil and water resources
The most important mandate of the community should be to teach members a simpler and more natural way of life.
The community should put more effort in outreach and engaging the greater outside community
I know NV as a community that cares for its members
Tourists to NV are critical for the success of the community
I know and will remember NV for its cow protection and ox program
The most important goal of the community should be to grow membership and bring in more devotees
NV’s priority should be to change the general public’s perceptions about the community
The most important thing I will remember about the community is its contribution to healthy nutrition through its organic
garden products
NV community is just one of the many other attractions in the greater Marshall County area
Non-religious visitors to the community should be discouraged
NV should only focus on the spiritual growth of its members
The community created a bad image by selling its mineral rights
Perceptions about the community outside are very negative
*Measured on 5-point scale from Disagree completely/Agree completely.

Mean*
4.53
4.49
4.48
4.45
4.38
4.31
4.11
4.04
3.92
3.87
3.80
3.63
3.59
3.41
3.41
1.60
3.22
2.92
2.61

Factor analysis with varimax rotation and Principal Component Analysis (PCA) as extraction method was performed on
the 19 elements to establish grouping patterns as well as reduce the data for further analysis. The KMO test for sampling
adequacy (.65) and Bartlet test for sphericity was significant (p < .001) implying the data was suitable for factor analysis.
All the items were retained as they had communality of .5 and above, but one ("NV’s priority should be to change the
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general public’s perceptions about the community") was deleted as it loaded on more than one factor. Seven factors were
retained with eigenvalues greater than or equal to one, explaining about 76% of the variance (Table 5).
Table 5. Retained Factors
Factors and items
1. Negative image and perceptions
Perceptions about the community outside are very negative
The community created a bad image by selling its mineral rights
Non-religious visitors to the community should be discouraged
2. Spirituality
The community is/should be known for its devotion and spiritual
atmosphere
The most important mandate of the community should be to teach
members a simpler and more natural way of life
I value the community’s practice of vegetarianism
NV community members are very welcoming and hospitable
The community should put more effort in outreach and engaging the
greater outside community
3. Caring
I know NV as a community that cares for its members
The most important thing I will remember about the community is its
contribution to healthy nutrition through its organic garden products
NV community is just one of the many other attractions in the greater
Marshall County area
4. Hospitable/welcoming
Tourists to NV are critical for the success of the community
NV is a community based on rich tradition and culture and should
showcase that to visitors and the greater community
5. Respect/care for nature
Krishna consciousness is compatible with taking care of nature
I know and will remember NV for its cow protection and ox program
6. Community growth
The most important goal of the community should be to grow
membership and bring in more devotees
The community should emphasize how they take care of their land,
forest, wildlife, soil and water resources
7. Spiritual growth of members
NV should only focus on the spiritual growth of its members

Factor
Loadings

Eigen
value
4.9

% Variance
explained
16

Reliability
coefficient
.68

3.3

15

.67

1.3

13

.66

1.3

9

-

1.2

9

-

1.1

8

-

1.0

7

-

.888
.876
.793

.755
.734
.613
.593
.548

.812
.809
.599

.842
.565

.678
.621

.895
.704

.927

The seven factors seem to represent the following in order: negative images and perceptions about the community;
spirituality; caring nature of the community; principles of Krishna consciousness of respecting and caring for nature;
hospitable and welcoming; community growth; and spiritual growth of members. For further ANOVA, only the variables
with the highest loadings for each factor were used to represent each of the factors. Results showed significant differences
existed on all except three factors (spirituality, respect and care for nature and hospitable/welcoming) implying that all
groups agree that the community practices are compatible with taking care of nature and also that the community is
hospitable and that it should be known for its spirituality. AVOVA results for all factors are presented in Table 6.
Further examination of these results shows that the non-tangible elements for which there were significant differences
among the three groups also had lower average scores below 4 implying that these are not core brand elements for the
community. The two on which no significant differences existed each had high average scores above 4 confirming that all
groups agreed that these are important elements for the community brand.
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Table 6. Mean Comparisons of the Non-Tangible Elements
Factor
D
S
Spirituality
The community is/should be known for its devotion and spiritual atmosphere 4.63 4.51
Respect/care for nature:
Krishna consciousness is compatible with taking care of nature
4.58 4.44
Caring
Community that cares for its members
3.21 4.06
Hospitable/Welcoming
Tourists are critical for the success of the community
3.37 4.03
Community growth
Grow membership and attract devotees
2.50 3.85
Spiritual growth of members
NV should only focus on the spiritual growth of its members
3.52 2.80
Negative image and perceptions
Perceptions about the community outside are very negative
3.53 2.80
*p < .001; **p < .05; NS = Non Significant; D= Devotee; S = Spiritual; O = Other leisure

O

Total

Sig. Diff.

4.46

4.53

NS

4.33

4.45

NS

4.23

3.92

O>S>D*

3.77

3.87

NS

4.00

3.63

O>S>D*

2.58

3.22

S>D*

2.53

2.92

D>S>O*

3.4 Putting it All Together
The results distinguish the core functional and psychological aspects from the secondary and peripheral items. The core
elements were identified based on high average rating score of above four and general agreement among the three groups
on the importance of the item to community brand. The core Functional elements included: the Temples, The Palace of
Gold and beautiful scenery. The core psychological/non-tangible items included: spirituality, peacefulness, respect and
care for nature, and simple natural way of life (Figure 2).
Peripheral Aspects
Secondary elements

Core Elements
Psychological aspects
Spirituality
Peaceful atmosphere
Respect and care for nature
Simple natural way of life
Functional aspects
Temples
Palace of Gold
Beautiful scenery
Rose Garden
Oxbarn/Cows and calves
Restaurant
Gift Shop
Figure 2. Distinguishing NV Core, Secondary and Peripheral Brand Elements (Ritchie & Crouch, 2003)
Figure 3 presents the functional and psychological vs. attributes and holistic grid mapping of the general items the
community could use in the branding process that would appeal to the potential customer as well as meet the needs of the
community. While Figure 3 appears to divide the respondents’ perceptions into four distinct components, it should be
recognized that there are obvious overlaps between the four parts. In other words, holistic image is based on combinations
and interactions of attributes and, in turn, the perception of individual attributes may be influenced by overall impressions
and feelings. Functional attributes include temples, palace, rose garden and psychological attributes include beautiful
scenery, people’s friendliness and their caring and respect for nature. Functional holistic image of the community can be
described as beautiful natural and scenic environment. Psychological holistic image concerns feelings about the overall
atmosphere at NV. The overall holistic image of NV can be described as spiritual and/or peaceful atmosphere.
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Functional/technical

Beautiful scenery
Temples/Palace of Gold
Rose Garden

Beautiful natural and
scenic environment

Attributes

Holistic image
Spiritual
Peaceful atmosphere

Peaceful/ Simple life
Caring & friendly people
Respect and care for nature

Psychological aspects
Figure 3. Functional/Psychological-Attributes/Holistic Mapping of NV Brand Elements (Etchner & Ritchie, 2003)
4.0 Conclusion and Implications
This study sought to evaluate NV’s identity and image and link these to establish the community’s core brand elements
on which the overall community brand can be based. The study results have important conceptual and management
implications. Conceptually, the study findings demonstrate that destination branding doesn’t have to be based solely on
visitor image and needs and that consensus can be reached on core destination brand elements that connect with potential
customers as well as satisfy the identity needs of the hosts. Not considering hosts needs in destination brand development
results in brands that are designed to appeal only to visitors, but may conflict with brand owners’ values (Wheeler et al.,
2011). The simultaneous production and consumption of service characteristics of most service sectors and the high
interaction between the consumer/ visitor and host is unique to tourism and requires that destination brands engage the
values of the hosts who are charged with representing and delivering the brand (Wheeler et al., 2011). This study showed
that it is possible to establish brands that satisfy both stakeholder groups.
For management, the study shows the elements that are core to the destination brand appeal to visitors as well as are
consistent with community identity. The results also show the different approaches management can adopt in branding
the community. Management can focus on either functional or psychological aspects or both. They can also choose
emphasize the holistic view, individual attributes or both. Also, while the results show general agreement among the three
groups on major items, they reveal some inconsistencies between the internal and external views. Devotees are more
concerned about the negative external perception of the community than are visitors, and visitors feel tourists are more
critical to the community than devotees do. While these are not critical community brand elements, management may
need to address these issues within the community. Finally, given NV’s important role in bringing tourism traffic to the
greater Moundsville and Marshall County areas, the results of this study can be helpful to area destination
managers/marketers in crafting marketing messages that connect with and speak to the targeted potential visitors.
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